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SECTION 3: CUSTOMER RETENTION COSTS &
DETAILED METRICS

Keeping customers is vital. Let's measure loyalty and value.
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CORE RETENTION METRICS (1/3)

1. (CUSTOMER RETENTION RATE)

Definition: % of customers remaining over a
period.

Formula: ((End Cust. - New) / Start Cust.) *
100%

Example: Start 1k, Add 200, End 1.1k. CRR=
90%.

+5% CRR can boost profits 25-95%.

2,

Definition: % of customers lost over a period.
Formula: (Lost Cust. / Start Cust.) * 100%

Relationship: Inverse of CRR(Churn =1 - CRR).

Indicates dissatisfaction / competition.




DETAILED LOOK: (CUSTOMER RETENTION RATE)

* Measures: Ability to keep existing customers over time.
 Calculated: ((Customers at End - New Customers)/ Customers at Start) * 100%.

o Important For: Assessing loyalty, satisfaction, retention program effectiveness. High CRR=
healthy business.

¢ Improve By: Enhancing customer service/experience, loyalty programs, valuable
communication, consistent quality.

* KPI For: Long-term health of customer relationships & business stability.
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CUSTOMER VALUE & RETENTION COST (2/3)

3. (CUSTOMER LIFETIME VALUE)

Definition: Total projected revenue from a
customer.

Simple Formula: Avg Purchase Val * Avg Freq *
Avg Lifespan

Example: 30 JOD/mo * 12 mo/yr * 3 yrs =1080
JODLTV.

Benchmark: Aim for

4. RETENTION COST

Definition: Costs to keep existing customers
(loyalty, email, support).

Formula: Total Retention Spend/ # Active
Customers

Comparison: Typically than CAC.

Investing here yields high long-term ROI.




DETAILED LOOK: (CUSTOMER LIFETIME VALUE)

* Measures: Total predicted net profit from a customer over their entire relationship.

e Calculated: Simple: (Avg. Purchase Value * Avg. Freq. * Avg. Lifespan). Complex versions add
margins, discount rates.

» Important For: Strategic decisions on acquisition vs. retention investment. Understanding
long-term profitability. ( ).

» Improve By: Increasing retention rate (lifespan), Avg. Order Value (AOV), purchase frequency,
profit margins.

* KPI For: Strategic value and long-term profitability of customer
relationships.
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5. (REPEAT PURCHASE RATE) 6. (AVERAGE ORDER VALUE)

Definition: % of customers making >1 Definition: Average amount spent per order.

purchase in a period.
Formula: Total Revenue/ # Orders

Formula: (# Cust. w/ >1 Purchase / Total Cust.)

*100% Importance: Boosts revenue without more

customers.

Example: 150 of 500 returned. RPR=30%.
Strategies: Cross-sell, Up-sell, Bundles.
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SECTION 4: ADVERTISING DIFFERENCES ACROSS
DIGITAL PLATFORMS

Choosing the right channel mix for your goals, audience, and budget.
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FACEBOOK & INSTAGRAM (META ADS)

STRENGTHS: OPTIMAL PHARMACY USE:
. e Health awareness campaigns

« Diverse Ad Formats (Image, Video,
Stories, Lead Ads, etc.)

ISupplement/Cosmetic promotion

Community building & Engagement
« Relatively Cost-Effective

Retargeting website visitors
« Strong Retargeting Capabilities
. Strict health ad policies

require careful compliance.

Instagram leans more visual, effective for younger demos & wellness/beauty.
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STRENGTHS: OPTIMAL PHARMACY USE:
+ ReachingGenZ (16-25) « Creative/Simplified healthtips
= Short, Engaging \/id=o Format » Personal care & Beauty promotion
« High Engagement & Virality Potential » Youthful brand building
« Competitive Cost(currently) o Challense: Needs authentic, trend-
aware video content. May not suit all
serious health topics. Adherenceto

policies still applies.

Success requiresunderstanding platform cultureand trends.
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STRENGTHS: "\OPTIMAL PHARMACY USE:
(High relevance) Attract users searching for /products
. for direct response ("buy online”, “near me”)
Promote specific pharmacy services

Display Ads for reach/retargeting

« YouTube Ads for video reach - Retargetwebsite visitors

« Excellent Measurement (Analytics) * Keyworq compgtltlon can
increase . Requires active
management & optimization.
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¢ Personal & Direct Communication
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STRENGTHS: OPTIMAL PHARMACY USE:

» Customer service & inquiries

Reminders (refills, dosage - with

(~90%+) )
Personalized offers (strictly )

* Automation (Chatbots for FAQs, etc.)

Order confirmations & updates
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No single "best" platform. Anintegrated tailored to goals is often

optimal.
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SECTION 5: STRATEGY FUNDAMENTALS & ESSENTIAL
TOOLS

Planning for successand the tools to execute effectively.




S:specific
M:measurable
A:achievable
R:relevant
T:time
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CORE DIGITAL STRATEGY STEPS

1.Define SMART Goals: Specific, Measurable, Achievable, Relevant, Time-bound
(e.g., 1 OTCsales 15% in Q3).

2.Know Your Audience (Personas): Demographics, needs, pain points, online behavior (Patients? ?
Caregivers?).

3.Choose Channels & Tactics: Where is your audience? Select mix ( , Content, Social Media, Email, )
based on goals.

4.Develop Content Strategy: What valuable info can you provide? Plan themes, formats, calendar. Focus on

5.Set Budget & Resources: Allocate funds across channels. Determine who executes.

6.Measure & Analyze Results: Define (CAC, LTV, ROAS etc.), use analytics, track progress vs. goals.

7.0ptimize & lterate: Analyze data, identify what works, adjust strategy/tactics.

8.Ensure Compliance: ALWAYSintegrate guidelines & ethics from the start.
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BUILDING TRUST ONLINE IN HEALTHCARE

of healthcare marketing.

Transparency: Disclose affiliations, data use policies. Be honest.

High-Quality, Accurate Education: Evidence-based, expert-reviewed, easy to understand. Cite
sources.

Empathy & Respectful Engagement: Respond promptly, professionally, compassionately.

* Expertise, Authoritativeness, Trustworthiness (" )i/Showcase qualifications. .
ol sl g )

Data Security & Privacy: Comply with laws, explain data handling clearly. = sls)
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Social Responsibility: Highlight community involvement.
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KEY APPLICATION AREAS IN PHARMA DIGITAL MARKETING

. Clinicaldata, onlinetraining (webinars), virtual meetings, KOLengagement

inkedIn , specialized portals, email). . ;
(Tinkedin RO ) A8 (e o Ja LY daga (sl
. Disease awareness sites/campaigns, medication adherence
apps, patient support communities (e.g., private Facebook groups), symptom checkers

(cautiously), educational emails.

. Corporate websites, online review management,
thought leadership content, social media focused on values.
. E-commerce platforms, targeted advertising (Search,

Social), content marketing explaining benefits/usage.

s Targeted ads & dedicated landing pages.
. Social listening & analytics to understand patient needs/rends.
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ORGANIC VS. PAID APPROACH

ORGANIC (EARNED/OWNED) PAID (ADVERTISING)
Builds over time Immediate visibility
« Search Engine Optimization (550) « Search Engine Marketing ( -
Google Ads)

« Content Marketing (Blog, guides)

Skl SesmiNeeiere) « Social Media Ads (Meta, TikTok, etc.)

. Email to Subscribers o Display Ads (Banners)

. . o Sponsored Content
¢ Online Reviews/ UGC

e Goal: Long-term trust, authority,

community, sustainable traffic. e Goal: Quick reach, targeted awareness,
leads, sales, immediate traffic.

e Influencer Marketing (Paid)

e Cost: Time & resource investment.
* Cost: Direct monetary ad spend.

Most effective strategies utilize a synergistic organic and paid approaches.




ESSENTIAL DIGITAL TOOLS (1/4): ANALYTICS & ADS | *:isminin
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«Function: Track website visitor behavior. « Function: Create, manage, monitor paid

«Importance: ID traffic sources, popular ek

content, measure conversions, « Importance: Precise targeting, ad

understand audience. creation, budget control, real-time

CPC, ROAS :

analyze user journey. o Use: Run promo/awareness campaigns,

eUse: Evaluate content/ad effectiveness,

t ting.
«Cost: Free (Standard). retargeting

* Cost: Platform free; pay for ads.
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ESSENTIAL DIGITAL TOOLS (2/4): SEO & CONTE by s dll G o

i b ) (555 U 4ie L | jsite e
3.SEOTOOLS| cadldjmncadhsmy 4. CMS (CONTENT MANAGEMENT
« Ex: Google Search Console I[FFEE}, S?STEM}
SEMrush , Ahrefs (Paid). + EX: Wordpress (Free+Hosting),
« Function: Analyze & optimize for organic slaptiE s o el
search visibility. + Function: Easily create & manage
« Importance: Monitor site health (GSC), s e
keyword research, competitor analysis, « Importance: Publish articles, product
rank tracking. pages, update info without deep coding
« Use: Improve content ranking, Lt gk
understand search behavior, « Use: Build pharmacy website/blog,

publish educational content,
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ESSENTIAL DIGITAL TOOLS (3/4): COMMUNICATION | i, ~ 0 e (e ing

5. SOCIAL MEDIA MANAGEMENT

EX: Hootsuite , Buffer , Sprout

Social .

Function: Managemultiple platforms
fromonedashboard.

Importance: Schedule posts, monitor
interactions/mentions, consolidated
reporting. Savestime.

Use: Manage pharmacy pages, schedule
content, respond efficiently.

Cost: Free/Paid plans.
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6. EMAIL MARKETINGTOOLS

« EX: Mailchimp , Sendcrid ,
Constant Contact .

+ Function: Create, send, manage email
campaigns.

+| Importance: Build lists ( ),
segment/personalize, automate,
measure open/click rates.

+ Use: Sendtips, offers, reminders,
newsletters.

+ Cost: Free/Paidplans.




ESSENTIAL DIGITAL TOOLS (4/4): CRM & DESIGN

7. CEM (CUSTOMER RELATIONSHIP 8. GRAPHIC DESIGN& VIDEO
MGT) « EX: canva (Very popular, largefree
o EX: Hubspot cBM (Freetier), tier), ndobe Express , capCut
Ssalesforce , Zoho CRM ;Pharma: (Video).
Bis sy « Function: Easilycreate visual content
« Function: Consolidate customer data & (posts, infographics, videos).
interactions. » Importance: Visuals are crucial for
« Importance: 360° view, personalization, engagement online.
track history, improve experience, + Use: Design social posts, infographics,
« Use: Manage patientdata (privacy tip videos.

vitall), preferences, loyalty, HCP comms.
« Cost: Varieswidely.

* Cost: Robust free plans available.

| Choosing and mastering the right tools significantly boosts marketing efficiency and effectiveness.




SECTION 6: REAL-WORLD EXAMPLE HIGHLIGHTS

Leaming from successiul global and regional campaigns.




CASE STUDY HIGHLIGHTS: LESSONS LEARNED

HIKMA “KNOW YOUR NUMBERS"
(JORDAN/MENA)

Focus: Hypertension awareness.

Tactics: .BPtracking
mobile app, Social Media Ads, WhatsApp
support. multi channel ) ske

Lesson: Combining with
useful digital tools (apps) and leveraging
popular channels (WhatsApp, Social) drives
significant engagement and health awareness
in the region.
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NOVARTIS"LIVING LIKE YOU"
(GLOBAL)

Focus: Multiple Sclerosis (MS) patient su ppﬂh
& community.

Tactics: Dedicated (lifestyle
focus), online patient communities (Social
Media), authentic patient advocate stories.

Lesson: Focusing on patient needs
, building supportive
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communities, and using relatable stnrylellinglr
creates strong engagement and brand loyalty.
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